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In today’s world, as cities compete in the mar-
ketplace, strategies for creating a city brand image 
are often shaped solely to meet the aspirations of 
profit, business development, and awareness. The 
preservation of culture, historical, and urban heri-
tage remains important only in urban development 
strategies and not in actual development actions. 
The truth is, the image of a city is shaped by diffe-
rent historical, political, demographic, sociologi-
cal, and economic factors which make up what we 
perceive as the brand image of a city. However, one 
of the most noticeable elements of the brand image 
of a city is the urban heritage based on national 
traditions. The aim of this article is to evaluate the 
effects of urban heritage initiatives in the creation 
of the brand image of the city of Vilnius. Research 
methods used in this article are qualitative content 
analysis and expert semi-structured interviews. 
Main conclusions stimulate debate, hesitation and 
criticism from communities and city researchers 
for using new heritage object and culture initiati-
ves in order to create the brand image of Vilnius. 
The influence of urban heritage is inevitable when 
modelling the brand image of Vilnius, but there are 
no effective strategies to deal with the new urban 
heritage initiatives by creating the brand image of 
Vilnius yet.
Keywords: city brand image, urban heri-
tage initiatives, modernization, heritage sites, 
stakeholders, urban neighbourhoods, business 
development.
1. INTRODUCTION
In the age of globalization, the environment 
is extremely dynamic, rapidly changes, and 
those changes have led to one of the funda-
mental challenges: the competition between 
cities at the regional, national or even inter-
national level. Cities compete for the atten-
tion of stakeholders, i.e. potential tourists, 
investors, residents, etc. However, many 
authors note the negative effects of such an 
economic competition, as cities are becom-
ing uniform, as created environment, infra-
structure and amenities are becoming simi-
lar. Due to these reasons, cities are forced to 
discover new ways of differentiating them-
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selves from others in order to present their 
uniqueness.
In creating the image of modern cities, 
striving to be attractive is a priority, and of-
ten the attributes of urban uniqueness that 
are not considered contemporary are often 
overlooked, recklessly or deliberately omit-
ted in the image-building strategies.
Many authors who analyze the process-
es of urban image formation and change, 
emphasize the influence of environmental 
urban projects on the overall image of the 
city. They point out the heritage sites as 
cornerstones, revealing the city’s history, 
culture and perspectives. Heritage manage-
ment is a complex and demanding task; 
when successful, it will always show (ei-
ther in the forefront or in the background) 
the background multidisciplinary approach. 
Heritage interpretation, not surprisingly, 
very often plays a key role in this process 
(Šćitaroci et al., 2019). However, those 
cities that do not have clear attributes that 
are well-recognizable around the world 
have difficulties in evaluating what herit-
age objects are valuable, what needs to be 
preserved and represented, and what not to 
show or even drastically convert: change 
the appearance, purpose, or even destroy 
the objects.
Anholt (2007), who studied widely the 
urban components that determine the im-
age, emphasizes the spontaneous forma-
tion of the image through the individual’s 
personal experience.  Langer (2000) and 
van Ham (2008) explored the historical 
aspects that contribute to the city image 
creation, highlighting the importance of 
historical events. Warnaby and Medway 
(2013) explored the practical tools for ur-
ban image formation: strategies and effec-
tiveness of the city image. Rainisto (2003) 
and Liljedahl (2010) introduced a system 
of factors guaranteeing the formation of the 
city image and the main criteria of the city 
as an attractive object. Kavaratzis (2005) 
also analyzed the problems of the city im-
age. Kalandides (2015) and Jo Hatch (2013) 
extensively addressed urban image creation 
failures, image creators’ errors, and ineffec-
tive solutions. Kavaratzis and Kalandides 
(2015) discussed the necessity of urban 
modernization and how such a process af-
fects individuals and the environment in 
general. Slater and Tonkiss (2001) high-
lighted the contraposition between moder-
nity and history, and the promotion of cul-
tural heritage.
Despite these studies, the influence 
of the urban heritage on the image of the 
city and its development is still under-re-
searched in scholars’ works. The image of 
Vilnius as a modern city has been chosen 
recently, but urban processes taking place in 
the city have so far been poorly discussed 
in the context of such an image. Namely, 
the following aspects will be analyzed in 
this article.
The aim of the article is to analyze the 
impact of heritage initiatives on the im-
age of the city (investigating the case of 
Vilnius). The article presents an analysis 
of the relationship between the city image 
and urban heritage, based on the results of 
a qualitative research. Systematically col-
lected data can be used to assess the impact 
of elements of the urban environment to the 
image of the city, not only in the case of 
Vilnius, but also to study patterns in other 
cities. The article formulates the principles 
that justify the tasks of improving the city 
image. The analysis of scientific literature 
and research results can be useful in solv-
ing practically the problems of the image of 
the city of Vilnius and the role of its urban 
heritage.
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2. LITERATURE REVIEW
Each modern city strives to create its 
own image. Many scientific papers have 
extensively analyzed the process of city im-
age formation: what determines one image 
or another, and how a certain imagination 
of particular objects and entities or phenom-
ena appear in people’s minds and in public 
space. (Pompe, 2019). An image is defined 
as the result of a perceptual process, as the 
formation of a set of certain qualities in 
the consciousness of each individual, thus 
the image will always be formed through 
experience (Anholt, 2007). The image of 
a city is often created unconsciously, as 
people sometimes memorize details such 
as the road, a shape, or a landmark that 
forces them to make specific decisions 
(Prapiestienė and Ucinavičiūtė, 2017). The 
image of each place is highly influenced by 
heritage and history, which are not created 
in one day or night. Therefore, people have 
many different opinions about the city, 
which differ when comparing locals and 
tourists. In order to attract as many tourists 
and business investments as possible, cities 
need to compete with each other and show 
their uniqueness. (Kotler, et al., 2004)
Scientific literature states that the im-
age of a city is associated with its brand 
and identity. The city’s brand demonstrates 
the city’s uniqueness in the world, and its 
identity allows people to associate it with 
certain places or events that do not allow 
it to be confused with other cities. Both of 
these factors are also addressed in the local 
image assessment model. Based on it, two 
groups that affect the image of the city are 
distinguished: attention-grabbing factors 
and grabbing-for-attention factors, which 
consist of different elements. (Prapiestienė 
and Ucinavičiūtė, 2019) (Fig. 1)
Fig. 1 Factors influencing the assessment of the image of a city 
The above model includes two groups 
of factors. The first concerns expanding in-
formation not only within the city, but also 
outside it, as information is transmitted 
through the media, by taking photos, pro-
moting the city, creating brands. The sec-
ond group, on the other hand, is concerned 
with people’s sense of place, i.e., how long 
a person has been in a particular place and 
whether they are able to get to know the 
place, or whether their opinion is formed 
in a very short time and only by seeing 
attractions.
According to Kotler (2004), there are 
numerous factors that shape the image of a 
city:
• physical quality of the environment 
- what makes the city unique, i.e., its 
architecture, historical heritage and 
landscape;
• social quality of the environment - 
what variety of goods and services is 
provided and what the possibilities of 
communication are;
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• society’s values and material oppor-
tunities - what the skills and material 
needs of environmental assessment are 
and what material well-being is sought;
• virtual image of the environment - in 
what ways people receive information, 
how aware they are of city symbols and 
signs. 
All of the above factors affect peo-
ple’s perceptions of the city and it is up to 
the city administration and the funds allo-
cated to determine whether the image will 
be changed or the existing one maintained 
(Kirvaitienė, 2004).
Creating a local image has two objec-
tives: to shape the city image as an attrac-
tive commodity, an offer to certain stake-
holder groups, and to ensure the visibility 
on the external market, thereby reinforcing 
the local identity from within, linking the 
place to its stories. This kind of stakeholder 
interface, acclimatization to the place, al-
lows gaining an advantage in competing 
against other cities (Warnaby and Medway, 
2013).
Kavaratzis and Kalandides (2015) pro-
pose not to divide the city’s target image 
audiences into more important and less im-
portant ones. It is most effective to involve 
as many stakeholders as possible in both 
the image building strategy and the target 
groups. When aiming at various and very 
different groups, the image campaign plan 
itself becomes significantly more difficult, 
but it brings out different sides of the city 
- it is multifaceted and has its own char-
acteristics, according to each stakeholder 
group. When it comes to shaping the image 
of a city through urban heritage, it is worth 
noting that the image of a city improves the 
demographic, social and economic situation 
of each city’s inhabitants. Urban elements 
that create the overall image of the city, but 
also the objects of urban heritage, reveal the 
uniqueness of the city, testify to its histori-
cal and cultural value. “Global architecture 
and the history of cities show that the archi-
tecture of buildings and the urban structure 
of cities have been symbols for many centu-
ries, helping to convey the image of individ-
uals and institutions, and in recent centu-
ries - to attract more residents and visitors” 
(Kavaratzis & Kalandides, 2015). Scientists 
particularly emphasize the importance of 
urban heritage objects, their comprehensive 
value - “those parts, elements and forms of 
the plan, building, volume and spatial com-
position that are significant for the devel-
opment of the entire urban heritage or its 
individual objects and its peculiarities; that 
determine and give meaning to the maturity 
and originality of the composition of herit-
age objects” (Šćitaroci et al., 2019).
Thus, the formation of a coherent im-
age of a city is complicated by the differ-
ent characteristics of its territories, general 
social tendencies, and distinctive features 
of the city. Therefore, every city involved 
in global economic processes is forced to 
solve not only its identity, but also unique-
ness tasks. In shaping the image of the 
city, urban identities face changes in their 
physical environment (places, objects), 
and the concept of distinction is heavily 
influenced by changes in the urban envi-
ronment (community life models, interper-
sonal relationships, social norms) (Butkus, 
2011). When considering the urban form of 
a city, it is important to understand its ef-
fect on the culture initiatives. The city has 
a visual impact on people: it is an art of 
interrelationship between architecture and 
man. The purpose of this art is to create 
an urbanized environment by using natural 
elements, buildings, communication and 
other components (component parts of the 
urban form of the city) in such a way that 
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by interconnection they create a unique im-
pression (Ivanauskaitė, 2015).
Rainisto (2003) introduced a system 
consisting of the factors that guarantee a 
successful formation of the city image:
1. Planning group refers to the author-
ity or organization responsible for the 
planning and execution of the market-
ing plan;
2. Vision and strategic analysis (insights 
into the future vision of the representa-
tives of the city);
3. Place identity and image (a unique 
set of local attributes and associations 
that image makers want to create or 
maintain);
4. Public and private sector partnership 
and leadership (the ability to run com-
plex processes and gain organizational 
power).
These are the factors that reflect the city. 
There are four other success factors that 
help to solve the problems that arise when 
implementing an image building plan.
1. Political unity (smooth arrangements in 
public affairs);
2. Smooth operation in the global market;
3. Local development and prominent 
events (significant events or initiatives 
throughout the image-building process) 
(Rainisto, 2003).
In conclusion, it is important to emphasize 
that the urban heritage environment of a 
city directly influences its image. In order to 
form the desired image of a city, it is nec-
essary to analyze the existing image and 
opinions and compare the results with the 
expectations. This kind of image matching 
assessment allows the creation of an effec-
tive image building strategy. Although there 
are many stakeholders involved in building 
the image of a city, cities tend to focus on 
economic power and benefit groups such as 
tourists and business entities.
3. METHODOLOGY
A qualitative study was conducted in or-
der to analyze the specific case of the influ-
ence of urban heritage on the image build-
ing of Vilnius. The interview method was 
applied in the research: 11 interviews were 
conducted.
The interview consisted of 15 open-end-
ed questions. The questions mostly focused 
on these sections: (1) city image creation 
factors; (2) the perception of image creation 
(3) stakeholders of city image formation; 
(4) the impact of the urban heritage (initia-
tives). The questions were prepared accord-
ing to the literature review.
These interviews can be referred to as 
expert interviews when evaluating inform-
ants’ competencies. Informants were select-
ed by non-random selection method, based 
on personal preference and reasoning. The 
experts were also selected on the basis of 
their long-term interest in the topic and the 
links between their personal competences 
and the nature of their work with the topic 
in question. (See Table 1). The aim was to 
reveal the broadest possible context of ex-
pert opinions.
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Table 1. List of qualitative research experts and justification of their competence
Description Justification of their competences
Expert No. 1 Professional urbanist
One of the most active experts in Vilnius urban planning. 
She analyzes the relationship between heritage and modern 
construction.
Expert No. 2
Head of the Department 
of Urbanism, Faculty of 
Architecture, VGTU, architect
Works for the commission of the Vilnius city urban 
projects selection. He has also arranged the architectural 
process of the city and evaluates them.
Expert No. 3
Architectologist researcher 
of modernist ideology, 
interactions of architecture and 
politics, modernist heritage
An expert in city architecture and heritage, as a member of 
the architectural community familiar with the processes, 
taking place in Vilnius. This expert was chosen as a source 
of alternative information, i.e. an individual, who would 
directly be involved in Vilnius urban planning.
Expert No. 4 Tourism Department of Vilnius, Project Manager
A representative of the main organization, currently 
operating and directly related to the formation of the city 
image of Vilnius.
Expert No. 5 Guide in Vilnius Vilnius city researcher, guide.
Expert No. 6 Guide in Vilnius Vilnius guide to non-traditional routes around Vilnius.
Expert No. 7 Guide in Vilnius Vilnius storyteller, guide, journalist.
Expert No. 8
Architect, member of the 
State Commission for Cultural 
Heritage
An architect with many years of experience, a member 
of the State Cultural Heritage Commission. Information 
obtained from this expert is directly related to heritage 
protection issues.
Expert No. 9 Architect in the architect firm “DO Architects”
Architect, who reflects the current insights of young 
architects of Vilnius and has an opinion of the relationship 
between heritage and modernity in the city.
Expert No. 10 Head of  the real estate services company “Ober-Haus” Real estate market expert.
Expert No. 11
Leader of the Žvėrynas 
community, heritage protection 
activist
A representative of the community of Vilnius city, as well 
as an active defender of the interests of the residents of the 
entire city and an enthusiast of heritage conservation.
Seven of the eleven interviews were con-
ducted through face-to-face interviews and 
the other four by phone. All of them were 
in-depth interviews, conducted by a single 
interviewer. The meetings and telephone 
interviews were semi-structured, i.e. those 
interviews were based on pre-prepared ques-
tions, but their order, wording and scope 
vary according to the interview process and 
the informant’s own field of activity.
The interviews were conducted in two 
stages. First, six broader interviews were 
conducted, analyzing each expert’s perspec-
tive on the image of Vilnius, the relationship 
of his/her neighbourhood(s) with the overall 
35
Management, Vol. 25, 2020, Special Issue, pp. 29-42
M. Černikovaitė Ž. Karazijienė: CITY BRAND IMAGE FORMATION BY URBAN HERITAGE ...
urban identity, culture initiatives and the key 
components that determine the city’s image. 
After these interviews, the links between the 
city image and the urban heritage were in-
vestigated. Then, five more interviews were 
conducted. In these second-stage interviews 
with the informants, specific neighbour-
hoods of Vilnius were discussed in more 
detail: their image, the situation of heritage 
sites, and the overall relationship within the 
city as a whole. The study was conducted in 
November 2019. In order to ensure that ethi-
cal requirements are met, the principle of the 
research participants’ free will to participate 
in data collection was applied and they were 
not offered anything in return. During the 
interviews, an attempt was made to remain 
in a neutral position, not to evaluate the par-
ticipants themselves, but natural responses 
were given to the informants’ emotions by 
expressing their opinion. To avoid a situation 
where participants say something during the 
interview that they do not want to be public-
ly published, but is useful and necessary for 
the study, each informant was asked whether 
they agreed that the recording of the inter-
view and all the thoughts expressed during 
the interview are used for scientific purposes. 
4. SITUATION ANALYSIS 
OF URBAN HERITAGE 
INITIATIVES FOR VILNIUS 
CITY IMAGE FORMATION
Vilnius city image formation is regulated 
by the General Plan (BP) of the Vilnius City 
Municipality that states that “the unique 
landscape of Vilnius is characterized by the 
general structure of the city plan, the net-
work of streets and squares, parts of the city 
centre and historical suburbs formed by dif-
ferent principles and distinctive details of 
urban structure classicist style building com-
plexes, modern architectural buildings of 
the 20th and 21st centuries on the right bank 
of the Neris, surrounded by natural, forested 
slopes formed by the Ice Age River” (Vilnius 
City Municipal Council, 2019). The image 
of Vilnius city is multi-dimensional. There is 
the historical city, Vilnius is also an artistic 
city, there is also an innovative - alternative 
city that is interesting for young people. The 
image of Vilnius is communicated as a small, 
green, historical, artistic and at the same 
time - modern city. Investors also take into 
account the ratings, where Vilnius goes up 
and focus on qualified employees, who come 
here to live. In the previously mentioned 
documents and in the GO Vilnius city repre-
sentation strategy, the feature of modernity 
is singled out. Summarizing the innovative 
processes that are attractive to the target im-
age groups, Vilnius has been named a mod-
ern city. 
In 2014, at the request of the Vilnius 
City Municipality Administration, UAB 
Lukrecijos reklama conducted a study to 
improve the city’s image, in order to facili-
tate the identification of shortcomings in the 
image and its formation process and to take 
effective actions to help create an innova-
tive city image. The study report states that 
the “three essential features of the Vilnius 
brand have been refined - romance, refresh-
ment, progress. These three features usually 
reach the consumer as a set, he “tastes” 
everything little by little and as a result 
gets an unexpected experience in Vilnius” 
(Lukrecijos reklama, 2014: 4).
The study also included suggestions on 
the improvement of the city’s image strategic 
goals, related to the preservation of heritage:
1. Catalyse the growth of tourism flows and 
seek higher revenues from tourism flows;
2. Increase Vilnius’ international recogni-
tion and brand value;
3. Use the available potential of Vilnius:





• the advantage of the capital (Lukrecijos 
reklama, 2014: 5).
It is worth noting that the historical her-
itage is singled out as one of the potential 
elements of urban identity.
It is agreed that Vilnius’ historical, as 
well as urban heritage is a value. It needs to 
be nurtured because it, along with other ele-
ments, shapes the image of the city. The pro-
cess of heritage preservation and values are 
also regulated by the Law on the Protection of 
the Real Cultural Heritage of the Republic of 
Lithuania and the Law on Architecture of the 
Republic of Lithuania. It states that “the goal 
of architectural development is high architec-
tural quality, which determines the well-being, 
sustainable environment of the state and peo-
ple, promotes economic growth and cultural 
progress, improves the image of the state” 
(Parliament of the Republic of Lithuania, 
2017). One of the directions of architectural 
development is the aspiration to “protect and 
develop the immovable architectural, urban 
and ethnocultural heritage” (Parliament of 
the Republic of Lithuania, 2017).
The main measures in solving the prob-
lems of the urban structure of Vilnius city:
1. further develop the city centres (the 
main city centre and the local city centres), 
to form their mixed functional structure and 
compact construction;
2. give priority to the internal develop-
ment of the city, secondary use (conversion) 
of territories, modernization, construction of 
unfinished quarters (in the central and mid-
dle zones of the city - in the zones of the 
main centre, part of the city centre, as well as 
in Soviet-era intensive residential areas):
2.1. use abandoned, inefficiently used 
areas and develop urban heritage initiatives 
within them.
3. form complete, high-quality building 
structures and public spaces, promote the 
conversion of inefficiently used territories, 
the multifunctionality of land use (Vilnius 
City Municipality Council, 2019).
In Vilnius, the issues of how to effec-
tively coordinate the protection of cultural 
values and the renewal of the city with ur-
ban initiatives are still in progress. The city 
municipality does not have a specific official 
document explaining the strategy of creat-
ing the image of the city of Vilnius. Vilnius 
City Strategic Development Plan for 2010-
2020 defines goals - to form a modern, pros-
perous city of Vilnius, with the status of the 
Northern European economic center. Others 
argue that the plan should be detailed or 
supplemented.
The General Plan (BP) of the Vilnius 
City Municipality develops suggestions for 
the conversion of brownfields and the main-
tenance of the central part of the city. Those 
areas that have the greatest impact on the 
city’s image are prioritized. Conversions are 
often inefficient, because protected heritage 
sites are maintained and modified by their in-
dividual managers and there are no strategic 
plans. However, informants stress that there 
is no way to push businesses or entities will-
ing to invest and that  compromises must be 
sought. The authors do not support the pres-
ervation of absolute heritage sites; they all 
agree that a balance between innovation and 
the nurturing of old values is necessary. 
5. RESULTS AND DISCUSSION
Comparing the situation of the city of 
Vilnius with the cities in other countries, 
the general tendencies of contradictions 
between the development of urban heritage 
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and new constructions are similar. It is of-
ten the old towns and the central parts of 
the town that are the focus of such research 
and public debate. The need to preserve ur-
ban heritage features in such urban areas 
has been under discussion for decades. In 
the old towns, new architecture buildings 
are rapidly growing and will grow as old 
worn-out buildings need to be renovated. 
If all of them contrast with the historical 
environment, instead of the old historical 
view of the city, one can see a modern city-
scape with one another building of modern 
architecture. It will not be an old histori-
cal, protected cityscape, but something new 
(Daniulaitis, 2003). 
More than a decade ago, specialists in 
their assessment of Vilnius’s urban devel-
opment processes said that Vilnius was 
represented by the revitalized Old Town, 
the new centre with high-rise buildings on 
the right bank of the Neris, Konstitucijos 
Avenue, newly created knowledge economy 
clusters, new jobs in modern urban busi-
ness, entertainment and shopping centres, 
improving environmental quality and  lib-
erating individuals. As in a democratic so-
ciety, city dwellers and businesses not only 
actively invest in urban development, but 
also discuss the future of the city: “new 
and old” harmony, urban development pol-
icy, the quality of life standards and their 
compliance with old European traditions 
(Bardauskienė, 2006)
The distinctive image of Vilnius is 
formed by the general structure of the city 
plan, the network of streets and squares, 
the different parts of the city centre and his-
torical suburbs and the distinctive details of 
the urban heritage, but also by the experts’ 
opinions (Table 2).
Table 2. Perceptions of city image formation for Vilnius
Category Subcategory Expert/ Quote
City image 
perception
Multiple image of 
the city
Expert 4: “…Vilnius is a historic city, as well as artistic and 
innovative – an alternative city that is interesting for young people. 
The image of Vilnius is formed as a small, green, historical, artistic 
and at the same time a modern city”.
Metropolis
Expert 4: “Vilnius is an innovative, international and prosperous 
economic centre in Northern Europe with happy and friendly 
inhabitants, colourful cultural life, neat and safe environment 
(Vilnius City Municipality Council, 2017)”.
Modern city Experts 5, 1: The vision of a modern city is formed in the strategy of urban development.
Conservative city
Experts 3, 6: “All technical, and urban innovations, city 
infrastructure development innovations arrived to Vilnius quite 
late. Here one can mention the horse tram, the water supply system, 
the public transport. This shows not modernity, innovation, but 
conservatism”.
No clearly defined 
city image
Expert 5: “This was due to natural causes: Vilnius does not have 
a clear identity due to its diverse and complicated history. Many 
periods, with a rich cultural and heritage legacy, but it is difficult to 
single out one”.
No vision for a 
specific city 
Expert10: The municipality of Vilnius should not, in general, create 
a very specific integral image. He notes that the image created by 
the inhabitants themselves, the movement of the city, the cultural 
life – that is the essence. Artificially this will not happen.
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In 2014, Vilnius City municipality car-
ried out an urban image improvement study, 
which helped to highlight the three essential 
features of the Vilnius city brand: roman-
ticism, recreation, progress. These three 
properties usually reach the user as a set. 
The image pursuit is directed toward differ-
ent stakeholders of the Vilnius city image: 
1. Foreign tourists: an unexpected op-
portunity to get more than expected: 
historically rich city; modernity and 
romance; European quality at an attrac-
tive price; comfort and greenery; relax-
ation from stress.
2. Business: Unexpectedly good business 
conditions: high-end offices and ho-
tels; fast communication; high-quality 
leisure – high class cultural events; op-
portunity to reach nature within a doz-
en minutes from the city.
3. Population: more opportunities to 
work, do business and live than in oth-
er cities of Lithuania; many different 
events for different tastes (“Lukrecijos 
reklama”, 2014: 4).
Table 3. Expert opinions about the stakeholders of city image formation





Expert 2: “The concept of a modern city is more directed 
towards the external context, international communicative 
spaces”.
City of opportunities
Expert 1: The potential of the city is perceived by business 
developers through the range of services provided, through 
the financial possibilities that can be realized in the city.
For local residents
Image is of little 
importance 
Experts 1, 6, 8: The local residents usually have their own 
associations, experiences with the city developed more 
through personal experiences, so the creation of the city 
image for them is not very important.
The city image should be created primarily for its 
inhabitants, because the tourists, people coming for 
business purposes are only episodic, while the satisfaction 
and perception of what is your city is more necessary for 
permanent residents.
Conservative image Expert 2: Conservative environment – it is clear and still exists inside the city.
For tourists and 
visitors






Expert 1: The places to visit and events in the city create 
their own images, and perhaps the image that is created for 
them in advance also formulates the expectations.
Finally, the experts were asked how 
they value the heritage initiatives. Expert 
6 emphasizes that Vilnius is an interesting 
urbanistic initiative,e not in its modernity, 
but in its past and conservatism. No mat-
ter how hard one tries to show that Vilnius 
is a modern city, it will not be attractive to 
its guests, tourists and residents of Vilnius. 
However, Expert 4 opposes, pointing out 
that heritage must not only be protected, but 
also benefit from the present. Modern build-
ings will attract more people, businesses 
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and the city itself will recover, as people 
and capital come. The arguments of most 
experts lead to the conclusion that modern 
Vilnius cannot be formed without present-
day buildings and at the same time cannot 
remain unique, if significant conversions of 
heritage objects are carried out.
Summarizing the opinions of experts, 
it can be stated that experts are scepti-
cal about the application of the concept 
of a modern city in shaping the image of 
Vilnius, as many say it is inappropriate for 
this city. Others argue that the concept of 
modernity should be elaborated, or supple-
mented with the elements of urban heritage 
initiatives. Experts also differed on what the 
target audience for image building should 
be. Some argued that the focus should be 
on creating an attractive city image for the 
local population, rather than on the inter-
national image of the city. However, all the 
experts agreed that the cultural and heritage 
initiatives need to find a balance between 
innovations and the cherishing of old values 
to develop the image of Vilnius.
6. CONCLUSIONS
The analysis of previous research shows 
that a state or a city that wants to present 
itself in a competitive world market envi-
ronment, needs a specific image, which is 
useful for consolidation of reputation and 
for increasing its recognition. But in today’s 
world, discovering local distinctions is very 
difficult. 
As the image of a place is formed 
through the individual’s personal experi-
ence, it is important to form the image for 
well-defined target audiences. Many image 
makers are interested in attracting high-
performing audiences to the area (city), so 
image campaigns are targeted at tourists or 
investors. The locals, who represent the city 
and spread the message about it are often 
overlooked, and, therefore, the image of the 
city should be made attractive to them, as 
well.
In the process of urban modernization, 
the confrontation between the preservation 
of culturally valuable urban heritage sites 
and the implementation of innovations is 
becoming bitter in many cities. Heritage is 
often damaged when new buildings are be-
ing built or old ones restored. Only a com-
prehensive urban planning process ensures 
heritage conservation, as it is usually fo-
cused on individual, concrete projects and 
their overall environmental impact is as-
sessed casually, as a result of high rates of 
development worldwide.
The case of Vilnius city image forma-
tion is considered by experts to be inappro-
priate. The research showed that experts are 
sceptical about the application of the con-
cept of modern city in shaping the image 
of Vilnius. The need of urban heritage and 
culture initiatives strategy were developed 
as they are essential for city image forma-
tion. The main image-building measures of 
Vilnius are aimed at target groups that bring 
the greatest financial gain: investors, tour-
ists, business entities, potential employees. 
The aim of the image-building activities is 
to create an international rather than a local 
(for local residents) image of Vilnius.
The paper formulates the principles that 
justify the city image formation: influence 
of the urban heritage initiatives is seen as 
inevitable in city brand image formation 
and the forming the city image of Vilnius 
is recommended to maintain a balance be-
tween innovations and the cherishing of old 
values.
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U današnjem svijetu, dok se gradovi natječu na tržištu, strategije stvaranja imidža nekoga grada 
često se izrađuju samo kako bi se udovoljilo težnjama za profitom, poslovnim razvojem i osviještenosti. 
Očuvanje kulture, te povijesne i urbane baštine ostaje važno samo unutar strategija urbanog razvoja, 
a ne i prilikom stvarnog djelovanja usmjerenog na razvoj. Istina je da sliku grada oblikuju različiti 
povijesni, politički, demografski, sociološki i ekonomski čimbenici koji čine ono što doživljavamo kao 
imidž grada. Međutim, jedan od najuočljivijih elemenata imidža grada je urbana baština utemeljena na 
nacionalnoj tradiciji. Cilj ovoga članka je procijeniti učinke inicijativa urbanog naslijeđa u stvaranju 
imidža grada Vilniusa. Prilikom istraživanja korištene su kvalitativna analiza sadržaja i polustruktu-
rirani intervjui sa stručnjacima. Glavni zaključci potiču raspravu, oklijevanje i kritiku od strane za-
jednica i istraživača grada koji koriste nove objekte baštine i kulturne inicijative kako bi stvorili imidž 
grada Vilniusa. Utjecaj urbane baštine neizbježna je sastavnica prilikom oblikovanja imidža grada 
Vilniusa, ali još uvijek nema učinkovitih strategija koje bi se bavile novim inicijativama urbane baštine 
pri stvaranju imidža grada Vilniusa.
Ključne riječi: imidž grada, inicijative urbanog naslijeđa, modernizacija, mjesta baštine, dionici, 
urbane četvrti, razvoj poslovanja.
